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Abstract 
The paper presents the research results in the area of Net Promoter Score integration into the corporate performance measurement 
and management in the paradigm of the 21st century. Critical analysis and customer satisfaction and loyalty measurement was 
performed in the modern methods context of enterprise performance measurement and management. The results of the performed 
empiric research proved and demonstrated the expediency of NPS use for customers‘ satisfaction measurement in the automotive 
industry area in the Czech Republic, including the confirmation of suitability and significance of NPS integration into the 
financial performance measurement system based on the economic value added method. 
© 2016 The Authors. Published by Elsevier Ltd. 
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1. Introduction 
Turbulence, chaos and discontinuity, as manifestations of the current global world, bring new views on the 
measurement and management of corporate performance. According to Drucker: “There is only one certainty: the 
future will be different from what we have today” (1995). 
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Current conditions place more importance on non-financial indicators which, in connection with financial 
indicators, can better identify the conditions influencing changes in the parameters of corporate performance. The 
new direction of corporate management, oriented towards performance, is associated with the transition from static 
models to dynamic models which react flexibly to changes in the business environment. A holistic interdisciplinary 
approach to corporate management plays a significant role in this process.  
The introduction of new technologies enabling rapid production growth and a decrease in the price of products 
and services easily increases the excess of offer over demand. This increases pressure on competition, resulting in a 
battle over markets and new customers. Besides cost and quality, time becomes an important factor in this 
competition. The global economic environment, as we have known it over the last decade, has led to the 
individualization of industrial products in order to correspond to customer wishes and, at the same time, to a 
shortening of the life cycle. Such products also include automobiles. Changes in the requirements for industrial 
products are related to the transition from classic large-scale production, producing standardized products to new 
production conditions of value for the customer, able to adapt to customer demands and individual needs. In the 
surroundings of global competition it is very important for a company to measure customer satisfaction in order for 
the conditions for stable production growth to be created. Under these changes, corporate management style and 
management skills must also change.  
2. Definition of the problem 
Marketing plays an important role in interdisciplinary corporate management, oriented towards value for the 
customer. New marketing concepts provide a more complex view of the measurement and management of corporate 
performance, where non-financial indicators focused on customer satisfaction and loyalty, or company value, 
become more important. The convergence of marketing principles and financial corporate management brings very 
new opportunities for the measurement of corporate performance. 
According to Porter (1994), only a company which achieves a better-than-average profitability in their industry 
has a competitive advantage. But this also means that the company has competitive supremacy only when its 
activities provide a sufficient number of customers to protect it from the power of the competition. An increase in 
sales is dependent on customer satisfaction and being tied to the product and the manufacturer in the long-term. 
Customer loyalty is then created as a foundation of manufacturer prosperity. Business based on the principals of 
value for the customer requires not only the measurement of customer satisfaction, but also its management using 
these principles. Measuring performance in the global economic environment based on the principles of linking 
classic, hard, financial indicators with soft indicators has thus become a foundation for new, modern approaches to 
corporate management.  
The automotive industry is one of the world’s most developed industries. Under the influence of changes over the 
last decade, mainly in context of the current global economic crisis, it has on the one hand brought about a high 
level of individualization, corresponding to the needs and wishes of the customer, but with the emphasis on quality 
and increases in production efficiency by cost saving on the other. Automobile production, including parts and 
components, employs 9 million people globally, with another 50 million or so connected to the automotive industry 
in related manufacturing industries and services. According to data reported by the OICA (International 
Organization of Motor Vehicle Manufacturers), global production in 2014 reached 89.5 million cars, an increase of 
3% compared to 2013 (OICA, 2015). The development of the automotive industry as we know it today is, however, 
dependent on oil extraction and new road construction. Pollution from road traffic also sets limits for production 
development; ways to replace and overcome these limits are being sought. All this is in conflict with industry 
economic performance parameters.  
Increasing levels of traffic individualization became a phenomenon of global world development at the turn of 
the 21st century. The automobile has also become a symbol of an increase in living standards and wealth for the 
population of the modern world. The customer is considered the most important force in the growth of the 
automotive industry. For the producer, therefore, it is increasingly important to gauge customer satisfaction and 
loyalty and use customer experience as feedback for production.  
Automotive production in the Czech Republic has specific circumstances. It has a long tradition, including 
qualified and cheap labor. From a global point of view, Czech automotive production is in 13th place, and in terms of 
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the number of automobiles produced per thousand inhabitants, shares first place with Slovakia (The Automotive 
Industry Association, 2015). It is, therefore, logical that the automotive industry has become the backbone of the 
Czech economy. The consequence, however, is greater vulnerability in the current subsiding global economic crisis. 
From the perspective of the small open economy of the Czech Republic, it is apparent that automobile production is 
mainly intended for export. Other specifics of the market in the Czech Republic include a relatively high frequency 
of used cars, and their age, which was approximately 14.5 years in 2014 (The Car Importers Association, 2015). 
3. Goals and methodology of the research 
The primary goal of the qualitative and quantitative research performed from 2011 to 2015 was to create a model 
of performance of an industrial company based on Economic Value Added (EVA) in the context of customer 
satisfaction. Verification of the proposed model and its implementation were performed in the specific conditions of 
supplying an automotive company. The situation analysis of the automotive industry in the environment of 
globalization, and the research study of customer purchase behavior in the field of automobiles, have provided the 
basic parameters for the creation of a model from the point of view of the customer, a consumer, as an important 
interest group that influences the performance of automobile manufacturers. The results of customer satisfaction and 
loyalty measurements were used to identify the possibilities of growth in economic added value as a scale for the 
performance of an automotive company. 
The scientific methods used in the research are based on empiric information and knowledge, based on scientific 
observation, measurement and classification in close connection to the research of theoretical knowledge and rules. 
The empiric methods used include obtaining data by way of a questionnaire survey on customer purchase behavior 
on the automobile market, including the evaluation of customer behavior using indicators characterizing satisfaction 
and loyalty. The research study includes a statistic evaluation of mutual bonds of satisfaction using correlation 
analysis. The research study identifies and generalizes final automobile customer requirements in a mutual context 
necessary for the creation of a model of the performance of an automotive company. Osterwalder’s “Business 
model” (Osterwalder & Pigneur, 2012), which unearths the essence and principles of the creation, transfer and 
acquisition of company value, was used as a basic building block for the situational analysis of the automotive 
industry. 
4. Proposal of a company performance model in the automotive industry 
4.1.  Company performance in the 21st century 
In the current global world, performance can be perceived as the success rate of a company on the market, the 
ability to succeed in competition and to find opportunities for further growth in the changing, unstable economic 
environment of the global world. The success rate is that which can be seen under the term performance under 
current conditions. Peter F. Drucker states, “If you can´t measure it, you can´t manage it” (1995). But if we 
measure, we must first know what to measure and how to measure it. Net Present Value (NPV) is a suitable scale for 
measuring company performance from the investment point of view because is also takes risk and time factors into 
consideration. In the last ten years, the focus has mainly been on the Economic Value Added (EVA) indicator; there 
is a connection between NPV and EVA, as proved by Richtárová (2006). EVA can be understood as a system of  
company management enabling not only performance measurement, but also the evaluation of investment projects, 
companies and acquisitions, as well as management salaries. EVA is one of a new generation of financial indicators, 
of the so-called lead character, that will “turn on the red light” in time. Classic financial indicators are unable to 
respond in time to the changing, chaotic and turbulent environment of the globalized world. Despite the indisputable 
advantages, there is a problem with the adjustment of input data for the calculation of an indicator, even if the 
capital is defined as the source for financing the activities producing operative turnover (Knápková & Pavelková, 
2009). 
Performance measurements at a higher, more evolved level of performance oriented company management 
represent complex approaches, enabling the connection of non-financial, explicitly acting indicators with 
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was to uncover performance growth factors in relation to the behavior of the Czech customer and owner (user) of 
the automobile.  
5. Model of company performance, its parameters and verification results 
The relationship between the customer and the product can be expressed by the “philosophy of product layers” 
of the Dutch scientist Leeflang. The core of the product is represented by its utility value, the extended product is its 
perceived satisfaction value and the total product represents the extension of product services related to its use 
(Tomek & Vávrová, 2001). Kislingerová et al. (2008) also found out that the management of customer satisfaction 
lies in the identification of key influencing attributes. Influencing these attributes through a number of activities, 
including quality improvement projects, leads to changes in customer expectations and perception and forms their 
satisfaction. This approach was used to solve research into the creation of a performance model.  
The presented performance model is set in the environment of so-called “Performance Architecture” (Horváth 
& Partners, 2002) which integrates Controlling, Balanced Scorecard and Activity Based Costing. The use of the Net 
Promoter Score (NPS) for the company performance model is based on customer segmentation, embodied in the 
very metrics. The price – quality relationship is firmly embedded in the performance oriented system of automotive 
industry management and its strategic orientation. This relationship is very important for customer orientation, but 
challenges their expertise. “At a certain point, the customer no longer sees quality increase as an important 
precondition for paying a higher price for the product ” (Tomek & Vávrová, 2001).  
The verification of the model functioning in the conditions of a medium-sized company was performed in 
cooperation with managers, head of control, and account manager of AGC Automotive Czech, Inc., ChudeĜice. 
Controlling is an important part of quality cost management. Its main goals include quality cost optimization.  The 
parameters required by the customer are entered into the plan using “Parts per Milion” (PPM). An important fact 
about the company is that the strategic concept is decided by the parent company AGC Automotive EUROPE in 
Belgium, which corresponds with general findings on the strategic management of automotive industry companies 
in the Czech Republic. In most cases the strategic concept of the Czech Automotive industry is in the hands of 
foreign owners. The only exception is the Škoda Auto company, which is the so-called managing second-order 
company with a wide range of competences, such as several large research and development centers; for example, 
Visteon Autopal and Bosch (Ženka & Pavlínek, 2013). 
Not only the harmony between the appearance of the glass and the bodywork design, but also especially high 
safety requirements in every specified parameter are important restrictions of automotive glass utility value. 
Customer value includes high supply quality. Attributes of product satisfaction are directly declared in the contract 
and are the subject of a demanding audit, performed by the customer at every stage of the whole process of 
contracted production. On the other hand, the know-how of automotive glass manufacture leading to the 
improvement of experience is added value for the supplier. Product supply for the automobile company also 
includes services. The company secures a sequence (set) of glass in the order of the production plan, saving 
assembly time for the customer. In the debate on company performance evaluation, the specialists from the AGC 
Automotive Czech, Inc., ChudeĜice positively evaluated universality and functionality of the presented performance 
model based on the principles of customer satisfaction evaluation and conditions in the company. 
6. Conclusions 
The main aim of the research was to create an automotive industry company performance model in the context 
of customer satisfaction. The created performance model is the generalization of the findings from the qualitative 
research. Findings on the importance of the attributes of overall customer satisfaction as moving forces of 
performance in relation to the Economic Value Added indicator were also used for the creation of the simulation 
model, which showed the capital intensity of automobile production. The automobile is a product significantly tied 
to the life cycle. Current global technical and economic conditions have led to a shortening of this life cycle. For the 
future, changes in retail strategy and a transformation from the automobile as property to the automobile as a service 
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can be expected. Operative leases offering a method of automobile purchase to the customer segment of private 
persons (households) is imminent in the Czech automobile market. Car sharing is also a new product in this field. 
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